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Abstract 
The basic prerequisite for a company's success in today's economically dynamic environment is for them to find competitive 
advantages. The goal of this report is to identify the tools and methods that organizations use for improving selected factors of 
competitiveness. Of the primary factors for competitiveness, innovation, promotion, flexibility and production quality were 
selected. The basic sample for the survey encompassed the most prevalent sectors found in the first 100 most significant 
companies in the Czech Republic. The report also discusses the use of the newest trends in the investigated field, and a concept 
for further research directions is outlined. The report attempts to highlight the fact that competitiveness and competitive 
advantage comprise one of the key factors for an organization's success. 
© 2015 The Authors. Published by Elsevier B.V. 
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1. Introduction 
In order for an enterprise to be able to face the pressure of competition, it must be competitive (Mikolas, 2005). 
Raska (2007) further adds that an enterprise's competitiveness is characterized as a company's knowing how to 
successfully compete with its competitors in business over the long term. The gauge for measuring business 
performance is not only the amount of profit achieved, but also, specifically, the level of the company's 
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competitiveness. The article describes this below from a theoretical perspective and gives context to the primary 
four factors of competitiveness.  
 
Nomenclature 
CZ NACE The Classification of Economic Activities According to the Czech Statistical Office  
TQM  Total Quality Management 
 
1.1. Innovation 
Innovation belongs among the primary factors of an organization's competitiveness (Lau, 2015). Innovation is 
a term that is beginning to be considered one of the key terms for managerial skill, primarily from the perspective of 
the an enterprise's effectiveness and managerial behavior on its own (Kislingerova, 2008). It is necessary to manage 
effective innovation with the help of management, which is connected to managing and decision making – at the 
same time, however, while respecting rules (coherence, complexity, timeliness, and consistency) that have an 
influence on the successful course of the innovation process (Dytrt & Striteska, 2009). On the basis of creating 
regular innovations, a company ensures itself a high level of competitiveness, because this allows it to react with 
flexibility to dynamic changes in both the economy as well as in the competitive environment (Raska, 2007). 
1.1. Building and Promoting Trademarks 
Another factor for an organization's competitiveness is building and promoting trademarks (Buil, Catalan 
& Martinez, 2015). The Dictionary of Business and Management defines a trademark as “a name, sign or symbol 
that serves to identify a product or service from a specific seller and which distinguishes these products or services 
from the competition” (Pallister, 2006). According to Keller (2007), it holds that a trademark is a type of product 
that adds another dimension to distinguish the trademark from other products created to satisfy the same demands. 
Today, a trademark expresses the quality or even the social standing of the person wearing it. Kotler (2007) 
describes the forms of promotion in his book, Moderni marketing. Namely, he writes that promotion happens either 
in an indirect form, where the promotion is directed across-the-board towards a target group of potential customers 
with the help of various promotional events or in a direct form, where targeted promotion is used on a specific 
customer. 
1.2. Flexibility 
The level of a company's competitiveness also depends on flexibility (Dirbella, Craigb & Neubaumc, 2014). 
The term flexibility relates closely to innovation (as described above), because it reflects a level of readiness 
and flexibility for reacting to changes that have actually occurred. Only a company that is able to react quickly 
and effectively to new demands has a chance of being competitive. (Koubek, 2011) 
1.2. High-Quality Production 
The quality of production is another significant factor in competitive rivalry (Subramain, Gunasekaran, Yu, 
Cheng & Ning, 2014). This is particularly so when product supply exceeds demand on the market. Closely linked to 
quality is productivity, i. e., how the production factors of work and capital are used in a company. The verification 
of quality is also linked to ensuring production quality. (Veber, 2007) 
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2. Methodology and Research Results 
The goal of this report is to identify the tools and methods that an organization uses for improving selected 
factors of competitiveness. The goal of the research investigation is to map the current state of the investigated 
problematic as well as its trends. Innovation, promotion, flexibility and production quality were selected from 
among the primary factors for competitiveness. 
The report's methodology is based on comparative qualitative research using a questionnaire given in the Czech 
Republic in 2014 as its basis. The basic sample for the survey included the most prevalent sectors among the first 
100 most significant companies in the Czech Republic.  
The research investigation took place on the basis of a questionnaire given in 2014 and 2015 from October 2014 
until February 2015. The questionnaire was sent by email and included an accompanying letter. Establishing 
the basic sample for questioning first consisted of determining which sectors were the most prevalent among the top 
100 most significant companies in the Czech Republic. The association CZECH TOP 100 (2014) has an online 
document which served for this purpose.  
The following five sectors were established as being among the most prevalent sectors: 
 
x CZ NACE 350000 Manufacture and distribution of electricity, gas, steam and air conditioning; 
x CZ NACE 290000 Manufacture of motor vehicles (except for motorcycles), trailers and semi-trailers; 
x CZ NACE 190000, 200000, 210000 The chemical, pharmaceutical, rubber and plastic industries; 
x CZ NACE 640000, 650000, 660000 Banking and insurance; 
x CZ NACE 260000, 270000 Electronics, optics and electrical equipment. 
 
In addition to the chosen sectors, the following additional criteria were established: 
 
x legal entity; 
x turnover of above 30 mil. CZK; 
x number of employees above 50; 
x all areas of the Czech Republic; 
x actively engaged in business. 
 
Next, specific companies with the above-listed selected criteria were established using the MagnusWeb database 
information system. The final sample for questioning amounted to a total of 1295 respondents. From these, 
95 companies were in CZ NACE category 350000; 249 companies in CZ NACE 290000; 473 companies 
in CZ NACE 190000, 200000 and 210000; 142 companies in CZ NACE 640000, 650000 and 660000; and 336 
companies in CZ NACE 260000 and 270000. The rate of return for correctly filled-in questionnaires was 9.73 %, 
with 126 overall.On the basis of the questionnaire, the following facts were established and empirical generalization 
and interpretation of the final results was conducted. 
     Table 1. Hard Data. 
Type of Ownership Legal Business Form Organization Turnover 
Number of 
Employees 
Domestic Owner 53 % Joint-Stock Company 52 % 30 - 59,99 mil. 34 % 50 – 150 42 % 
Foreign Owner 37 % Private Limited Company 48 % 60 – 99,99 mil. 11 % 151 – 250 13 % 
Partially Foreign Ownership 8 % General Partnership 0 % 100 – 199,99 mil. 7 % 251 – 500  15 % 
State 2 %  Kommanditgesellschaft 0 % 200 mil. a vice 48 % 501 a vice 30 % 
Other 0 %             
 
Table 1 depicts the so-called hard data that was acquired and represents the data listed by respondents 
in percentages. The most common legal business forms for the respondent sample were the joint-stock company 
and private limited company; next, the most prevalent type of organization ownership was domestic. 
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The organization's size according to turnover was most prevalent in the range of 200 mil. or more with the range of 
30 – 59.99 mil. following. Organization size according to the number of employees had highest representation in the 
range of 50 – 150 and 501 or more employees.  
 
Fig. 1. Innovation 
Fig. 1 graphically depicts the results of the research question asked – whether the organization considers itself to 
be innovative and what methods they use for this end. From the research results, it follows that 96 % of respondents 
consider their organization to be innovative. At 78 %, respondents produce new products/services for customers; 
additionally, they currently do this by accepting and incorporating individual employees' suggestions. Organizations 
also incorporate approved suggestions from their customers into their innovation process (67 %). Overall, 58 % of 
respondents plan innovation into the investment plan for 5 years. 
 
 
Fig. 2. Flexibility 
From the results of the questionnaire, it follows that 97 % of respondents consider their company to be flexible, 
see Fig. 2. Firms that are prepared for changes in demand have the greatest percent at 81 %. Next, 72 % of 
organizations are prepared for changes in filling positions in the company (recruitment, career growth, 
horizontal/vertical mobility, dismissal). A smaller percentage of respondents, exactly 71 %, have employees who are 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
No, we do not
Access to financial resources
Employee readiness and adaptation to changes
Readiness for changes in filling positions within…
Readiness for changes in demand
Do you consider your organization to be flexible from the following perspectives? 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
No, we do not
We accept and incorporate the suggestions of our
customers into company activities
We accept and incorporate the suggestions of our
employees into company activities
We produce new products/services for customers
We have planned innovation into the investment plan
for 5 years
Do you consider your company to be innovative from the following perspectives? 
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ready to adapt to changes. Of the respondents, 46 % have access to financial resources, e. g., the option to use 
foreign capital or interest coverage. 
 
 
Fig. 3. Trademark Promotion 
The next research question concerned promotion. From Fig. 3, it follows that 83 % of the organizations build 
and promote their trademark or name. Respondents listed advertising media, social and cultural events and sponsor 
and charity events among their most frequent tools and methods for such promotion. Furthermore, a number of 
companies directly use a special marketing department that provides comprehensive marketing activities, including 
PR campaigns. Respondents also use the option of expositions, trade fairs and presentations at B2B trade fairs for 
publicizing their trademarks and products. Respondents also place the Internet among the tools for building 
and supporting their trademarks. Organizations primarily use their own websites and Internet banners within 
this medium.  
 
 
Fig. 4. Quality 
According to the research conducted and Fig. 4, it is the patron who most frequently verifies production quality 
(81 %) on the basis of customer references. Of the respondents, 76 % have a quality management system 
implemented at their company and also use quality certification at 66 %. Total Quality Management (TQM), which 
focuses on quality in the enterprise as a whole, is implemented and used at a rate of 30 %. Verifying production 
quality on the basis of employee references is used currently by 33 % of the organizations. 
83% 
17% 
Do you build and promote your trademark or name? 
Yes
No







How do you verify production quality? 
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3. Conclusion 
Innovation brings high value (safety, image) for customers and high value for its creators (profitability, margin, 
sustainable competitive advantage). Because of this, 105 European corporation owners pinpointed innovation as the 
second-most important challenge that they face in this year's poll by the prestigious organization, The Conference 
Board (Kejhova, 2014). As the magazine Moderni rizeni adds, innovation was often focused in the past on resolving 
problems from a technical perspective; complicated and relatively time-consuming systems were used for managing 
innovative projects with the goal of minimizing risk. Today, innovation is accomplished in a different way. 
The subject of innovation is often the overall business model; long innovation-development cycles are replaced by 
a series of quick tests and interactions with customers, who are the main source of innovation. (Kosturiak, 2014) 
This is also confirmed by the author's research investigation results. Parallel results were also attained by the Best 
Innovator contest, which supports the self-confidence of Czech companies in the area of innovation culture 
(Moderni rizeni, 2014). Future trends point to the use of supra-company synergy, the agile method (Design 
Thinking, Human Centered Design, Lean Canvas) and integrating all workers into the innovation process 
(Kosturiak, 2014). As has been mentioned, flexibility closely relates to innovation, because it expresses the level of 
readiness and flexibility to react to changes that have occurred. The final research results demonstrate this 
correlation and agree with the theoretical positions.  
Carefully targeting brands to a target group of customers is also related to the growth of trademarks and brand-
name goods. Patrick De Pelsmacker also speaks about strong – or, specifically, successful – brands in his book, 
Marketing Communications; he summarizes findings about successful brands into six points, for example, brand vs. 
quality, uniqueness, providing additional services, the time factor and internal communication (Pelsmacker 
& Geuens, 2003). According to the results of the research investigation that was conducted, organizations in the 
Czech Republic confirm the trend that trademark promotion is significant – primarily, the growing trend of 
promotion through sponsoring and charity events. It was determined that organizations in the Czech Republic verify 
product quality on the basis of customer references, an implemented quality management system and verification by 
a certification authority. 
With the progression of time, it will be interesting to follow other new trends that will be primarily influenced by 
the global economy and the fast tempo of digital technology. 
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